July - December 1997 Workplan Summary 
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W 

D 


D 

W 

Cigarette Outlet Pack 

D 




D 


Pricing 

^---> 


NOTE: VAP delivery dates for all WINSTON promotions should be the first week of the promotion month. You have the 
flexibility to stagger VAP delivery date of the second promotion in a given month. 

* WINSTON DPC will begin in August. 

Special VAP Payment 

An additional $5 per 12m case equivalent is authorized for payment to your direct accounts for the remainder of 1997 for all 
WINSTON promotions to ensure that these promotions are “first out” each month. 
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Attachment A 


WINSTON - NO BULL 


Direct Account Fact Sheet - Live Product 
Ordering 

Manufacturing begins on 5/19/97 on WINSTON brand styles as needed. New 
blend/packaging product could arrive as early as the week of 5/26/97. New WINSTON will be 
shipped as inventories of the current packaging is depleted in the bonded warehouse. Cases 
of new WINSTON product will be white to assist in rotation. 

{Please ensure that the current WINSTON packaging moves out first) 

Pricing 

List pricing and terms will be the same as currents styles of WINSTON. 

Product Dimensions & Weights __ 


Confiauration 

FFSP.LTSP.UL SP, 

SELFF SP.SELLTSP 

85mm - 20's - SP - 24.6mm 


LengtHM 

WidiLfio) 

Height tint 

Cube m3) 

Wfiiatai 

Pack 


20625 

0.84375 

3.375 

0.003399 

0.787 02 

Carton 


10.625 

1.78125 

3.4375 

0.037649 

8.67 oz 

Case (Outer Dimensions) 

6M 

17.625 

11.0625 

11.125 

1.255274 

16.0 lbs 

FF100.LT 100, UL 100, SEL 

FF 100, SELL! 100 

100mm - 20's - SP • 24.8mm 

12M 

17.625 

11.0625 

21.6875 

2.44708 

33.5 lbs 

Pack 


2 0625 

0.84375 

4.0000 

0.004028 

0.933 oz 

Carton 


10.625 

1.78125 

4.03125 

0.044152 

10.13 0Z 

Case (Outer Dimensions) 

6M 

20.5625 

11.0625 

11.125 

1.464487 

21.0 lbs 

LT 100 BX, UL 100 BX, 

SEL FF 100 BX, 

98mm - 20's - CPB - 24.0 & 24.4mm 

12M 

20.5625 

11.0625 

21.6875 

2.854927 

39 0 lbs 

Pack 


2.21675 

0.9375 

3.96875 

0.004777 

1.067 oz 

Carton 


11.125 

1.875 

4.0625 

0.04904 

11.47 oz 

Case (Outer Dimensions) 

6M 

20.625 

11.6875 

11.6875 

1.630397 

22.0 lbs 

SEL SLIM LT 100 

98mm - 20's - CPB - 22.5mm Slims 

12M 

20.625 

11.6875 

22.8125 

3.182326 

44.0 lbs 

Pack 


2.09375 

0.84375 

3.96875 

0.004 

0.947 oz 

Carton 


10.5 

1.78125 

4.03125 

0.044 

10.27 oz 

Case (Outer Dimensions) 

6M 

20.6875 

11.0625 

11.0625 

1.465112 

20.5 lbs 

FF BX, LT BX, ULBX, 

SEL FF BX, SEL LT BX 

83mm - 2Q‘s • CPB - 24.4mm 

12M 

20.5625 

10,9375 

21.5 

2.798264 

39.5 lbs 

Pack 


2.2047 

0 9055 

3.4055 

0.003934 

0.933 OZ 

Carton 


11.125 

1.875 

3.4375 

0.041495 

1013 oz 

Case (Outer Dimensions) 

6M 

17.625 

11.5625 

11.625 

1.370977 

19.8 lbs 


I2M 

17.625 

11.5625 

22.75 

2.682987 

39.0 lbs 


Source: https://www.industrydocuments.ucsf.edu/docs/jxynOOOO 
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Attachment A 


WINSTON - NO BULL 


UPC Information 


Brand/Style 

Pack UPC 

Non 



Pack 

Base WINSTON 



FF85 

0 123103 9 

012300 

FF100 

0 123143 7 

0 12300 

FFCP83 

0 123123 3 

0 12300 

LT85 

0 1231136 

0 12300 

LT100 

0 123133 0 

012300 

LTCP83 

0 123193 2 

012300 

LTCP100 

0 123593 8 

012300 

UL85 

0 123173 8 

012300 

UL100 

0 123183 5 

012300 

ULCP83 

0 12300 70399 4 

0 12300 

ULCP100 

0 12300 70499 1 

012300 

Select 



FF85 

012300 70999 6 

0 12300 

FF100 

012300 22463 5 

012300 

FFCP83 

0 12300 71099 2 

012300 

FFCP100 

0 12300 22185 6 

012300 

LT85 

0 12300 71199 9 

0 12300 

LT100 

012300 20276 3 

0 12300 

LTCP83 

0 12300 71299 6 

012300 

SlimLTCPIOO 

1 12300 20165 0 

1 12300 


Sup. 

Carton UPC 

Case UPC 

UPC 



00010 9 

0 12300 11013 6 

000 12300 11012 9 

00014 7 

0 12300 11413 4 

000 12300 11412 7 

00012 3 

0 12300 11213 0 

000 12300 11212 3 

00011 6 

0 12300 11113 3 

000 12300 11112 6 

00013 0 

0 12300 11313 7 

000 12300 11312 0 

00019 2 

0 12300 11913 9 

0001230011906 1 

00059 8 

0 12300 15913 5 

0001230015906 7 

00017 8 

0 12300 11713 5 

00012300 11706 7 

00018 5 

0 12300 11813 2 

00012300 11806 4 

70399 4 

0 12300 70313 0 

000 12300 70306 2 

70499 1 

0 12300 70413 7 

00012300 70406 9 


70999 6 

0 12300 70913 2 

000 12300 70906 4 

22463 5 

0 12300 22464 2 

000 12300 22465 9 

71099 2 

0 12300 71013 8 

000 12300 71006 0 

22185 6 

0 12300 22186 3 

000 12300 22187 0 

71199 9 

0 12300 71113 5 

000 12300 71106 7 

20276 3 

0 12300 20277 0 

000 12300 20278 7 

71299 6 

0 12300 71213 2 

000 12300 71206 4 

20165 0 

1 12300 20166 7 

000 12300 20167 4 


Note: The 3 digit extensions of the case UPC codes will be changed from "000" to aid 
in tracking internally but will not affect tracking at direct account level. 

Tar & Nicotine 

No Bull WINSTON tar and nicotine levels are not significantly different from the current 
WINSTON. 
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WINSTON Launch/1997 Workplan Overview 
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WINSTON Launch/1997 Promotion Workplan Overview 


index 

• 1997 Brand Objectives.Page 1 

• July - December 1997 Workplan Summary.Page 2 

• VAP Ship To Retail Dates.I.Page 3 

• POS Changeover Objectives. Page 4 

• Full-Price Display Objectives.Page 5 

• POS/Display Changeover Guidelines.Page 6-8 

• CAMEL/WINSTON Retail Presence Guidelines.Page 9-10 
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1997 Brand Objectives are: 


• Successfully Launch WINSTON No Bull 


• Grow CAMEL (+ .6 share of market) 


• Grow DORAL (+1.73 share of savings) 


• Defend SALEM (defend current volume/share until repositioning is established) 


While the WINSTON Launch is a top priority, we must also achieve our objectives on CAMEL, DORAL 
and SALEM. Planning and execution will be key factors in successfully achieving the objectives of the 
WINSTON Launch as well as achieving our other objectives. 

We must balance our workplan objectives in order to maintain our momentum on CAMEL and 
DORAL, protect SALEM and successfully launch WINSTON! 
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July - December 1997 Workplan Summary 


Confidential 



July 

August 

September 

October 

November 
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Hat 
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B2G2F 

B2G 
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B2G2F 

B2G2F 

X.- > 
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wm&Egm 
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X . > 
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D 
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w 

D 


D 

W 

Cigarette Outlet Pack 

D 




D 


Pricing 

<--> 


NOTE: VAP delivery dates for all WINSTON promotions should be the first week of the promotion month. You have the 
flexibility to stagger VAP delivery date of the second promotion in a given month. 

* WINSTON DPC will begin in August. 

i 
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Source: https://www.industrydocuments.ucsf.edu/docs/jxynOOOO 







































Source: https://www.industrydocuments.ucsf.edu/docs/jxynOODO 


VAP Ship To Retail Dates 


Lock in the first week of each month to ship promotions from direct accounts to retail outlets. Utilize 
additional weeks as necessary for multiple promotions. (All WINSTON promotions should be shipped the 
first week of each promotion period.) 


April i 

May 

June 

HiJlIM 

mmm 


Oct 

Nov 

Dec 

3/31 - j 

5/5 - 

6/2 - 

6/30- 

8/4- 

9/1 - 

9/29- 

11/3- 

12/1 - 

_4M_1 

5/9 

6/6 

7/4 

8/8 

9/5 

10/3 

11/7 

12/5 


• Beginning in July, multiple national pack promotions are scheduled for each month. It is critical that 
you lock in VAP ship to retail dates in all applicable direct accounts. 

• Remember to: 

- Clearly communicate all VAP promotions. 

- Educate all appropriate direct account personnel on proper procedures (utilize quarterly Wholesale 
Partners Packing instructions). 

- Ensure timely execution . 
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Source: https://www.industrydocuments.ucsf.edu/docs/jxynOOOO 


















POS Changeover Objectives 


• WINSTON - Complete a full workplan changeover in August for No Bull WINSTON. 

- WINSTON No Bull POS should be prominently placed in all calls. 

- WINSTON POS may be primary or secondary based upon your region priorities. Refer to the chart 
on Page 8 for primary WINSTON vs. CAMEL POS regions. 


• CAMEL - Changeover from CAMEL Menthol to Base CAMEL should be complete by end of April. 

- CAMEL primary POS regions (6 > 2 ): Changeover CAMEL Primary POS. Retain WINSTON POS 
until August changeover. 

- WINSTON.primary POS regions (13 V 2 ): Changeover CAMEL Secondary POS. Retain WINSTON 
POS until August changeover. 


• DORAL - Changeover all existing DORAL POS to new copy beginning in May. 


NOTE: The proper POS balance between WINSTON and CAMEL is critical in achieving our objectives 
on both brands. 
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Source: https://www.industrydocuments.ucsf.edu/docs/jxynOOOO 








Full-Price Display Objectives 


• Maintain display presence for WINSTON and CAMEL in all calls. 


• Based on opportunity in priority menthol outlets, maintain display presence on SALEM. 


• In retail stores where we have two full-price footprints, CAMEL is the designated brand in the primary 
position. 


• In retail stores where we have only one full-price footprint, either WINSTON or CAMEL will be primary 
depending upon priority by region. See Page 8 for details. 


* Exceptions to the above may exist on a call-by-call/sub-geography basis depending upon business 
opportunity. 


NOTE: The proper display balance between WINSTON and CAMEL (and SALEM where applicable) is 
critical in achieving objectives on our full-price brands . 
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Source: https://www.industrydocuments.ucsf.edu/docs/jxynOOOO 


Full-Price POS Changeover Guidelines 

CAMEL Primary POS 

(N. California, S. California, Seattle, Chicago, Minneapolis, Denver, Cincinnati Northern Zone) 


August 

PCD 

• Where 2 PCDs - Changeover WINSTON PCD 

• Where 1 PCD - Changeover WINSTON POS on PCD (Secondary) 

• No CAMEL PCD Changeover at this time. 

POS 

• CAMEL (Primary) - No Changeover at this time 

• WINSTON (Secondary)- Changeover All POS 

NOTES : 

1) Primary vs. Secondary pieces driven by location and types of fixtures/PDI in store. 

2) Exceptions may exist on a call-by-call/sub-geography basis. 
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Source: https://www.industrydocuments.ucsf.edu/docs/jxynOOOO 




Full-Price POS Changeover Guidelines 

WINSTON Primary POS 

(Boston, New York Metro, Philadelphia, Buffalo, Pittsburgh, Cincinnati-Southern Zone, 
Winston-Salem, Atlanta, Florida , Dallas , R ichmond, Houston, Detroit, St. Louis) 


August 

PCD 

• Where 2 PCDs - Changeover WINSTON PCD 

• Where 1 PCD - Changeover WINSTON POS (Primary) j 

• No CAMEL PCD Changeover at this time. i 

POS 

• WINSTON (Primary) - Changeover All POS 

• CAMEL (Secondary) - No Changeover at this time 

NOTES : 

1) Primary vs. Secondary pieces driven by location and types of fixtures/PDI in store. 

2) Exceptions may exist on a call-by-cal!/sub-geography basis. 
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Source: https://www.industrydocuments.ucsf.edu/docs/jxynOOOO 




Primary Displav/POS Guidelines 


Region 


1 Display 

Primary 

2 Displays 
Primary 


Boston 

1100 

WINSTON 

CAMEL 

WINSTON 

New York 

1200 

WINSTON 

CAMEL 

WINSTON 

Philadelphia 

1300 

WINSTON 

CAMEL 

WINSTON 

Buffalo 

1600 

WINSTON 

CAMEL 

WINSTON 

Pittsburgh 

1700 

WINSTON 

CAMEL 

WINSTON 

Cincinnati (Southern Zone) 

1800 

WINSTON 

CAMEL 

WINSTON 

QjnQjnnati (Northern Zone) 

1800 

CAMEL 

CAMEL 

CAMEL 

Winston-Salem 

2100 

WINSTON 

CAMEL 

WINSTON 

Atlanta 

2200 

WINSTON 

CAMEL 

WINSTON 

Florida 

2300 

WINSTON 

CAMEL 

WINSTON 

Dallas 

2600 

WINSTON 

CAMEL 

WINSTON 

Richmond 

2900 

WINSTON 

CAMEL 

WINSTON 

N. California 

5100 

CAMEL 

CAMEL 

CAMEL 

S. California 

5400 

CAMEL 

CAMEL 

CAMEL 

Seattle 

5600 

CAMEL 

CAMEL 

CAMEL 

Houston 

5800 

WINSTON 

CAMEL 

WINSTON 

Chicago 

6200 

CAMEL 

CAMEL 

CAMEL 


6300 

CAMEL 

CAMEL 

CAMEL 

Denver 

6600 

CAMEL 

CAMEL 

CAMEL 

Detroit 

6700 

WINSTON 

CAMEL 

WINSTON 

St. Louis 

6900 

WINSTON 

CAMEL 

WINSTON 


NOTE: Exceptions may exist on a call-by-call/sub-geography basis depending upon business opportunity. 
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Source: https://www.industrydocuments.ucsf.edu/docs/jxynOOOO 














































































































CAMEL/WINSTON Retail Presence Guidelines 


Primary Objective : Utilize a balanced approach at retail to maintain CAMEL'S momentum while launching 
the new WINSTON message. 

fn-Store Sianaae 

• OPMs and Y-Signs 

- Brand focus should reflect brands by Region as listed under 1-FPD guideline 

• 8-Column OPM Sign 

- Feature brand not in main OPM 

• Pasters/Price Signage 

- Should be used to support both brands with a balanced approach 

• Other Signage 

- Use to balance CAMEL/WINSTON presence 

9 
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Source: https://www.industrydocuments.ucsf.edu/docs/jxynOOOO 


CAM EL/WINSTON Retail Presence Guidelines 


Window/Door 

• Decals should maintain the same focus as current PDI guidelines 

• Utilize pasters to add impact to WINSTON message and CAMEL promotional efforts 
Permanent PD! 

• Current PDI Region priorities should remain in effect; maintain CAMEL PDI currently on location 

• Add WINSTON elements to current; do not remove current CAMEL PDI 
Pricing Strategies 

• During WINSTON launch, focus should remain on maintaining the proper pricing levels on CAMEL 


frt-Se TS8IS 


Source: https://www.industrydocuments.ucsf.edu/docs/jxynOOOO 
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WINSTON Launch Meeting 
Agenda 



I. Evening Prior to Meeting 

• Arrival prior to 6 p.m. (all Managers, Sales Reps and Retail Reps) 

• 6:00 - 7:00 p.m. Cocktail Party 

• 7:00 p.m. Dinner 

■ AVP/RM Welcome, Set Meeting Expectations 


II. Meeting Day 


6:45 - 8:00 a.m. Continental Breakfast 

8:00 -10:15 a.m. • General Session, WINSTON Launch Overview 

- Test Market Learning 
1997 Brand Objective 
Advertising 

- General Market Retail 

- Direct Marketing 
Grass Roots 

- WINSTON Motorsports 

- Jump Start 

- Launch Expectations 

• RSM Expectations, Breakout Session Direction 

10:15 -10:30 a.m. Break 

10:30 a.m. -12:00 p.m. Division Breakout Sessions, 

WINSTON Launch/Overall Workplan Tactics 

- Review WINSTON Fact Book 

Review Workplan Incorporating WINSTON Launch with Other 
Workplan Objectives 

- Develop Action Plans to Minimize Return Goods at Wholesale 
and Retail 

Develop Action Plans to Maximize Effective Execution of All 
Promotional Activities 

12:00 - 1:00 p.m. Lunch 

1:00 - 2:00 p.m. Continue Breakouts 

2:00 p.m. Departure 


Source: https://www.industrydocuments.ucsf.edu/docs/jxynOOOO 
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WINSTON launch Meeting Breakout Session Discussion Guidelines 


Following is a check list of activities and issues which should be discussed and thoroughly 
understood during your WINSTON Launch breakout meetings. Objective of the breakout 
meetings is to develop a detailed tactical game plan for effectively implementing the 
WINSTON Launch along with our other workplan objectives and activities. During the 
breakout meetings, your division should: 

I. Review and thoroughly understand the WINSTON “No Bull" Fact Book. Key discussion 
points should include: 

• How can we best minimize returned goods on WINSTON? 

- Wholesale: How can we best minimize rotation problems? Insure weekly 
coverage? 

- Retail: How can we best insure proper rotation, display loads, aggressive 
discounting where needed? 

• What are the action plans for insuring a reorder of ajj WINSTON product returned to 
Winston-Salem? 

- Independents? 

- Chains? 

- Product Mix? 

• What are the action plans for maximizing cigarette industry volume (CIV) of our 
WINSTON Box products at retail? 

- Region? 

- Division? 

- Chain? 

- Assignment? 

• How can we maximize effectiveness of our Consumer Mission Programs to increase 
competitive trial of the new No Additive WINSTON? 

- 6” x 4” Stick to Stick Response Card? 

- 2 Free Packs WINSTON Specific Coupon? 

- Consumer Mission B1 GIF? 

• How can we most effectively educate all applicable retailers on the WINSTON 
proposition? 


Source: https://www.industrydocuments.ucsf.edu/docs/jxynOOOO 
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WINSTON Launch Meeting Breakout Session Discussion Guidelines 


II. Review and thoroughly understand the workplan emphasizing the importance of 
implementing both the WINSTON Launch and other workplan promotions, especially 
CAMEL and DORAL. Develop an action plan for adding the WINSTON Launch to currently 
scheduled activities. Key discussion points should include: 

• During the launch, what should retail look like by class of trade? 

Display? 

- Distribution? 

Presence? 

(Selling side must sell these specific elements and communicate what should be done 
to the execution side.) 

• How do we maintain CAMEL momentum while launching WINSTON (balance between 
CAMEL and WINSTON is critical). 

• How can we most effectively implement our August WINSTON POS changeover? 

• What are the PCD full-price guidelines for your division? What exceptions should be 
made to maximize business opportunities? 

- 2 PCDs? 

- 1 PCD? 

• What are the optimum PCD loads in your market? 

- WINSTON? 

- CAMEL? 

- Other? 

- Box vs. soft pack? 

• How do we maximize VAP effectiveness for all promotions (WINSTON, CAMEL, 
DORAL), especially during multiple promotion months? 

- Wholesale? 

- Retail? 

• How can we insure effective GAPinanagement?- 

- CAMEL? 

- SALEM? 

- WINSTON? 

• What other workplan issues/action plans need to be addressed for your region? 
division? 


Source: https://www.industrydocuments.ucsf.edu/docs/jxynOOOO 
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